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to return. The purpose of this study is to assess the impact of destination image and the factors that
constitute the destination image on tourist satisfaction at a tourist destination. Cronbach's Alpha
test methods, Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis (CFA) and Struc-

February 10, 2020 tural Equation Modeling (SEM) were used in the study. Primary database was used as a result of
Keywords: the survey involving 500 tourists at the mountainous destinations in Thanh Hoa province. The re-
Tourist sults of the study demonstrated that destination images positively impact tourists’ satisfaction.
Destination image Based on the study results in the article, we proposed some key solutions to strengthen propaganda
Satisfaction and promotion for relevant destinations; to improve the quality of tourism infrastructure; to create

and diversify tourism products; to enhance security measures for greater safety and further im-
provement of tourist satisfaction.
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1. Introduction

Economic development associates the enhanced competitiveness of tourist destinations, so in order to attract more tourists,
the tourist destinations need to create a tourism setting that nurture the tourist satisfaction. Therefore, more and more tourism
scholars and researchers attach more importance to the destination image, which acts as the baseline factor affecting tourist
satisfaction. According to Crompton (1979), destination image is a combination of ideas and impressions which someone has
about a tourist destination. Several surveys have provided that the destination image may have a big effect on absorbing
tourists and keeping them happy with a tourist destination (Ali & Howaidee, 2012; Rajesh, 2013). Nevertheless, there are
only a few studies assessing the destination image and the factors building sufficient destination image which could lead to
the tourist satisfaction in Vietnam. Thus, it is essential to perform some studies for model concretization through the
inheritance of theories, models, and analytical achievements in previous studies. In Vietnam, the Government notified that by
2030 tourism would become a key economic sector. Therfore, it is strongly recommended by tourism experts that relevant
tourism agencies not only need to focus on solutions to increase the number of tourists, but also attentively improve the
destination image, thereby elevating tourist satisfaction for their prolonged residence, as well as active return to Vietnam in
the future (Ba et al., 2020; Government, 2011). Mountainous region in Thanh Hoa province is located in the North Central
region of Vietnam, with diverse terrains and favorable conditions for tourism potential. Tourism potential is always the most
developed advantage in this region. One of the main factors to attract tourists to the destinations of the mountainous region in
Thanh Hoa province is the unique tourist impression, or the feelings during their destination visit. In other words, the
destination image is one of the decisive factors for tourists to pick up a destination. Attractive destination images will likely
provide tourist satisfaction and allure them to return to the destination later on. Therefore, identification of the components of
a destination image provide significant data for destination managers, and tourism business enterprises, to build a concrete
plant to appeal tourists and incite their satisfaction with the destination; the reason behind this is because customer satisfaction
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is considered as one of the most important drivers of business performance and also one of the important indicators of business
success. For these purposes, this study shall analyze the impact of destination image on tourist satisfaction at the mountainous
destinations in Thanh Hoa province. Ultimately, we will provide some suggestions and recommendations for tourism
businesses and stakeholders at the local level, in order to fulfill tourist satisfaction and match with the diverse needs of tourism
development at the mountainous destinations in Thanh Hoa province for the current period.

2. Literature Review
2.1. Destination image and destination image s constituent factors

Destination image is an attribute of an enchanting tourism destination. Therefore, a good destination image will be a factor
that impacts the perception of tourists to a tourism destination. Empirical studies showed a correlation between destination
image and tourist satisfaction after experiencing local tourism products and services. In general, it can be observed that if a
destination image can prove its enticement and meets the tourists’ expectations, they will be likely to achieve even more
satisfaction. According to Crompton (1979), destination image is the sum of beliefs, ideas and impressions that a person has
about a tourist destination. Research of Ali and Howaidee (2012), indicated that a destination image comprise various
components such as: Fresh climate; Fascinating culture; Infrastructure; Facilities and services; seascape; Beautiful beaches.
According to Phan (2016), destination image is determined by the following factors: Travel resources, natural features,
infrastructure, government support, price perceived. In addition, according to Zeithaml (1988), among the destination image
components, price perceived can greatly affect the perception of tourist satisfaction. Beerli and Martin (2004) pointed out that
tourism destination image is a concept widely used in empirical studies, but it is poorly defined and has no solid theoretical
basis (Mazanec, 1994; Crompton, 1992). In addition, according to Beerli and Martin (2004), through a lot of references to the
attributes and attractions of tourist destinations using various scales, a system of generalized components that constitute the
image of a destination has been modeled. These factors were classified by Beerli into 9 different aspects, namely: (1) natural
resources; (2) general infrastructure; (3) tourist infrastructure; (4) tourist leisure and recreation; (5) culture, history and art;
(6) political and economic factors; (7) natural environment; (8) social environment; (9) destination atmosphere. The above
aspects represent a tourist destination image. According to Vengesayi (2003), the factors categorized as a destination's
resources (tourism resources) and the combination of tourist activities are the basic factors that make up the attractions of a
tourism destination and instill a destination image in the mindset of tourists. Specifically, these are natural factors, history,
culture, events and tourism and entertainment activities at a destination. According to recent study by Martin and Rose (2008),
it has been assumed that the following five factors constitute a destination image: Infrastructure system, climatic conditions,
natural conditions, destination impression and cultural environment. As such, it can be seen that the tourist attractiveness
delivered by local attributes or destination image was measured by relatively different methods between these studies.
Attractiveness can be assessed through infrastructure utilities, services, and culture or local government support and many
other attributes.

2.2. Visitor satisfaction

Swan and Combs (1976) stated that customer satisfaction was the expression of their attitude after the purchase (e.g., the
customer shows the attitude of like or dislike, excitement or non-excitement, satisfaction or dissatisfaction). Meanwhile,
Oliver (1997) stated that customer satisfaction was their feelings when the consumption satisfied their needs, expectations
and goals in a pleasant and fascinating way. In the field of tourism, Chon (1989) stated that: Tourist satisfaction depends on
tourist expectations: whether pre-visit expectations match with ongoing experiences during a visit at a tourism destination
(what tourists see, feel and perceive). Concurrently, Chon (1990) realized that: There was a correlation between the tourist
expectations on a destination and tourist satisfaction. The correlation can be interpreted like this: after tourists buy tourism
products and services, if their reviews on tourism products are better than they expected, they will be likely contented with
their trips. Many authors study the nature of customer satisfaction using different approaches, each of which provides a diverse
understanding of satisfaction. Satisfaction can be referred to as a result of a comparison between a tourist's perception of the
quality of products and services and the his/her level of expectation. Products and services that are offered with higher quality
than the price paid and their expectations will likely make them satisfied. Oliver (1999) emphasized that satisfaction is the
feeling of consumers when the consumption satisfied their needs, expectations and goals in a pleasant and fascinating way. In
general, tourist satisfaction assessment is based on a correlation directly proportional with the quality of the services provided
at a destination throughout the course of the tourist perception, whereas the tourist satisfaction is assessed as an crucial factor
in the development of leisure activities and tourism activities (Tribe & Snaith, 1998; Lee, 2009; Mannell & Iso-Ahola, 1987).
In summary, this study uses the concept of tourist satisfaction as a result of quality services provided at a destination.

2.3. Correlation between destination image and tourist satisfaction

Destination image is an attribute of an enchanting tourism destination. Therefore, a good destination image will be a factor
that impacts the perception of tourists to a tourism destination. Empirical studies showed a correlation between destination
image and tourist satisfaction after experiencing local tourism products and services. In general, it can be observed that if a
destination image can prove its enticement and meets the tourists’ expectations, they will be likely to achieve even more
satisfaction. Research by Chon (1990) in the tourism sector also discovered a relationship between tourist expectations and
tourist satisfaction, whereas destination image is considered a factor with strong impact on tourist satisfaction. This conclusion
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has been verified by further studies of Ries and Trout (1984). As such, both theory and practice imply that a good destination
image shall deliver a positive impact on tourist satisfaction. In other words, destination image is a decisive factor that win the
tourist satisfaction at a certain destination. In Mayo's opinion (1973), a tourist destination image is undeniably essential
because it influences the decision-making behavior of potential tourists. The image for a destination is an important factor in
the selection process as well as affects the satisfaction level during their travel experience.

3. Research methods and materials
3.1. Research models and hypotheses

The research model is established on the assumptions that the destination image has direct impact on tourist satisfaction with
the mountain destinations in Thanh Hoa province as shown in Fig. 1. Through previous studies, it has been affirmed that
positive destination image has a significant impact on tourist satisfaction. Thus, it is likely that the relationship between
destination image and tourist satisfaction has been mentioned by many studies; as such, the authors hereby proposes the
relationship between the destination image and the tourist satisfaction at the mountainous destination in Thanh Hoa province
according to the following hypotheses:

Hi: Destination image has a proportional impact on tourist satisfaction at the mountain destinations in Thanh Hoa province.

| Natural features

| Travel resources

| Infrastructure Destination H, Tourist

image

satisfaction

| Government support

| Price perceived

| Human factors

Fig. 1. Model proposed by the authors
3.2. Description of Study Data
3.2.1. Subjects of Study

Subjects of the study were selected from the tourists at the mountain destinations in Thanh Hoa province. Using non-
probability sampling method, sample subjects were selected based on Black’s assessment (2009). We used a 5-point likert
scale with 1 being totally disagree and 5 being totally agree. All scale factors are unidirectional.

3.2.2. Scope of Study Sample

Hair et al. (1998) recommend that if the sample size is around 100, the loading factor standard must be greater than 0.5. Bollen
(1987) proposed the ratio of 5 observations per estimated parameter in the multivariate analysis. In the research, there are 32
variable observations, so the minimum sample size should be equal to 32 x 5= 160 samples. The study has a sample size of
500 tourists at the mountains tourism destination in Thanh Hoa, which can meet the requirements and be generalizable,
representative of the total study; The total number of valid questionnaires collected and processed was 385 questionnaires.

3.2.3. Survey Method

The study was conducted through direct interviews and questionnaires with tourists at mountain destinations in Thanh Hoa
province using non-probability sampling methods.

3.2.4. Analytical methods

The research uses the exploratory factor analysis (EFA), confirmatory factor analysis (CFA), and structural equation model
(SEM) with SPSS.20 software in combination with AMOS.20. Cronbach’s Alpha testing is used to evaluate the reliability of
the scale of variables, and to eliminate the inadequate variables. Exploratory factor analys is for developing a scale and
identifying an underlying relationship between measured variables. The confirmatory factor analysis is used to redefine
univariate, multivariate, convergent and discriminant values of concepts. From the CFA results, structural equation analysis
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is used to construct and validate relevance of the research model and also assess the impact level of independent variables on
the dependent variable.

3.3.5. Questionnaire

For this study, the authors design a questionnaire consisting of two parts:

Part 1: General information.

Part 2: Assessment of tourists on the factors constituting the destination image and the level of tourist satisfaction with the
destination image at the Thanh Hoa mountain tourism destinations.

4. Results

4.1. Descriptive Statistics

The study has a sample size of 500 tourists, resulting in a total of 385 valid survey questionnaires collected and processed.
Demographic information of the observed sample is presented in Table 1.

Table 1
Description of demographic characteristics of the surveyed sample

Content Frequency Percent

Male 198 51.4

Gender Female 187 48.6

Total 385 100.0

Under 18 84 21.8

19-30 years 148 38.4

Age 31-50 years 107 27.8

Above 50 years 46 11.9

Total 385 100.0

Under 5 million 113 29.4

5-10 million 180 46.8

Income 11-15 million 57 14.8

over 15 million 35 9.1

Total 385 100.0

College, high school or lower 95 24.7

Education Bachelor degree 242 62.9

Post graduate degree 48 12.5

Total 385 100.0

4.2. Assessment of destination image on tourist satisfaction
4.2.1 Test of the Reliability of Scale

One of the popular methods for testing the reliability of a scale is to test the Cronbach’s Alpha coefficient. Cronbach’s Alpha
coefficient will be run separately for each independent factor, thereby measuring the consistency among the variables of the
same factor because the higher and higher the consistency of observed variables is, the higher the reliability of the scale is. In
this study, each factor, when being tested, must have Cronbach’s Alpha score of 0.6 and over to be considered acceptable. If
the factor’s Cronbach’s Alpha score reaches from 0.7 to 0.8, it can be used and if it ranges from 0.8 to 1, the reliability is high
(Hair et al., 1998). Meanwhile, the item-total correlation coefficient of each variable must reach 0.3 and over to be included
in the next analysis. The variables, the coefficient of which is less than 0.3, will be considered as non-informative variable
and excluded before the factor analysis. Software SPSS.20 was used to support the analysis of the data collected after exclusion.
The authors excluded 4 variables NAT4, NAT 5, TRA6, TRA7 due to their Cronbach's Alpha coefficients < 0.3 (Hair et al.,
1998). The remaining 25 independent variables and 3 dependent variables are included in the EFA model.

4.2.2. Analysis of Exploratory Factor

Principal Axis Factoring was used with Promax rotation (Anderson & Gerbing, 1988) and factor loading coefficients > 0.5 to
incorporate remaining variables into Exploratory Factor Analysis (EFA) model for the purposes of scale validation (Hair et
al., 1998). We have the resultant KMO coefficient = 0.873 > (.5; Bartlett's Test statistics are 4794,348 with significance level
of 0,000 <0.05; Cumulative of Variance is 73.237% (> 50%). This proves that the analytical data is perfectly relevant. Thus,
all factor loading coefficients are greater than 0.5; explained variance is greater than 50%, the observed variables are grouped
exactly as the original scale. It is shown in the EFA results the following factors:

Factor 1: includes the observed variables TRA1-TRAS (except TRA6, TRA7) and is named “Travel resources” (TRA).
Factor 2: includes observed variables INF1-INF5 and is named “Infrastructure” (INF).
Factor 3: includes observed variables GOV 1-GOV4 and is named “Government support” (GOV).
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Factor 4: includes observed variables PRI1-PRI4 and is named “Price perceived” (PRI).

Factor 5: includes observed variables HUM1-HUM4 is named “Human factors” (HUM).

Factor 6: includes observed variables NAT1-NAT3 (except NAT4, NATS5) is named “Natural features” (NAT).
Factor 7: includes observed variables SAT1-SAT3 is named “Satisfaction” (SAT).

After EFA exploratory analysis, it can be seen that the model has no difference from the research model, only some observed
variables are unreliable so they are excluded from the study variable. There is no new factor group as Table 2 follows:

Table 2
Analysis result of the second exploratory factor

Factor
1 2 3 4 5 6 7
TRA2 .940
TRA3 .876
TRAIL 813
TRA4 710
TRAS .686
INF2 .840
INF4 779
INF1 749
INF5 736
INF3 .686
GOV2 .855
GOV3 .819
GOV4 .807
GOV1 731
PRIl 857
PRI2 .838
PRI3 667
PRI4 .663
HUM2 .858
HUM3 .850
HUM4 765
HUMI1 758
NAT3 .816
NAT2 756
NAT1 .569
SAT3 .851
SAT2 .790
SATI .655
KMO: 0,873
Cumulative of Variance (%): 73,237

4.2.3 Analysis of Confirmatory Factor

It can be seen in the EFA results that there are eight key concepts in the research model. To measure the model’s suitability
with market information, we use Chi-square (CMIN), which is adjusted by degrees of freedom (CMIN/df), CFI, GFI, TLI and
RMSEA indices. The model is considered to be suitable with the market data when it receives TLI, CFI > 0.9; GFI > 0.8
(Bentler & Bonelt, 1980), CMIN/df <3 (Carmines, 1981) RMSEA < 0.08 (Steiger, 1990). It is shown in the CFA results of the
research model that it is suitable with the market information (Fig. 2). P-value results of the observed variables representing
the factors all have the value sig. = 0.000 so the observed variables are affirmatively considered to have good representation
for the CFA model factor. The correlation coefficient of each pair of concepts is different from 1 in the reliability of 95% (P-
Value value = 0.000) so the concepts achieve discriminant value. The weights (normalized) all are more than 0.5 and weights
(non-normalized) are statistically significant (sig. < 0.000) so the concepts achieve convergence value. This measurement
model is compatible with market data and there is no correlation among measurement errors so it achieves uniqueness. The
critical measurement model for research concepts is shown in Figure 2. The critical model is a model of established factors
that are freely interrelated. CFA analysis results demonstrate that: Chisquare/df = 2.084 < 3 (Carmines, 1981), degree of
freedom df = 329, CFI =0.923, TLI = 0.911 > 0.9 (Bentler & Bonelt, 1980); GFI = 0.850 > 0.8; and RMSEA= 0.063 < 0,8
(Steiger, 1990). All factor weights of each observed variable are greater than 0.5, so it can be viewed that the model achieves
convergence value (See Fig. 2).

Analysis results indicate that: Correlation coefficients are less than 1, covariance validation and correlation between pairs of
variables are statistically significant (p < 0.05, table 1). It can be seen that the model factors achieve discriminant value (See
Table 3).
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Fig. 2. Results of CFA of the organizational culture scale (standardized)

Table 3
Coefficient of correlation, covariance between variables
Factor Estimate S.E. C.R. P

TRA > INF 212 051 4,127 Hkk
TRA — GOV 230 .052 4,443 Hkk
TRA — PRI 231 .051 4,557 Hkk
TRA > HUM 398 .056 7,169 oAk
TRA > NAT 253 .048 5,279 R
TRA > SAT 424 .059 7,235 wkx
INF — GOV 155 .051 3,037 .002
INF — PRI 120 .049 2,426 .015
INF — HUM .370 .056 6,586 RS
INF > NAT 172 .046 3,708 oAk
INF — SAT 313 .056 5,587 XS
GOV > PRI 173 .050 3,446 Hkx
GOV > HUM 277 .053 5,216 Hkk
GOV — NAT 176 .046 3,807 Hokok
GOV — SAT 356 .058 6,152 Hkk
PRI P HUM 294 .053 5,580 Hkx
PRI > NAT 159 .045 3,534 XS
PRI — SAT 318 .055 5,748 Hkx
HUM — NAT 258 .048 5,346 Hkk
HUM > SAT 462 .061 7,594 Hkk
NAT — SAT 348 .054 6,459 R

4.2.4. Test of Reliability after Exploratory Factor Analysis

It can be seen after Cronbach’s Alpha test that Cronbach’s Alpha coefficient of each factor has a value of more than 0.7 and
the item-total correlation coefficient is more than 0.3, therefore, the scales all are reliable. The combined reliability and
Average Variance Extracted of each factor have values greater than 0.5 (See Table 4) so the factors in the model are reliable.

Table 4
Test results of reliability of the scale
Number of Cronbach’s Alpha Combined Average Variance Convergence and
Factor observed L s Extracted R
variables reliability reliability (CR) (AVE) discriminant values

Natural features (NAT) 3 0,764 0,775 0,545 Satisfactory
Travel resources (TRA) 5 0,906 0,907 0,665 Satisfactory
Infrastructure (INF) 5 0,874 0,860 0,585 Satisfactory
Government support (GOV) 4 0,873 0,876 0,639 Satisfactory
Price perceived (PRI) 4 0,844 0,848 0,585 Satisfactory
Human factors (HUM) 4 0,903 0,905 0,705 Satisfactory
Satisfaction (SAT) 3 0,854 0,858 0,668 Satisfactory

4.2.5. Structural Equation Modeling (SEM)

The study used SEM linear structure model to evaluate the suitability of the research model and to validate the correlations in
the model. SEM analysis results with the degree of freedom df = 343, Chi-square = 709,164 with p = 0,000 < 0,05, Chi-
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square/df=2,068 <3, CF1=0,920, TLI=0,905>0,9; GFI=0,846> 0,8; RMSEA = 0,063 < 0,8. Therefore, it can be confirmed

that the model is well suited to the market data (See Fig. 3)
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Fig. 3. Standardized Structural Equation Modeling (SEM)

The SEM regression results in Table 4 with P <5 % confirm that the hypothesis H; is accepted, meaning that the destination
image (IMA) has a positive impact on tourist satisfaction (SAT) at the mountainous tourism destination in Thanh Hoa province.

Table S
Coefficients of regression model SEM and test results of the model’s hypotheses
Hypothesis Factor Estimate S.E. CR. P-value Result
H1 SAT — IMA 0,880 0,111 9.1678 g Acceptable

5. Recommendations

In conjunction with numerous findings in the service sector, destination image and satisfaction are proportionally related (Lee,
2009; Marzuki & Hay 2013; Phan, 2016). Drawn from the above findings, we hereby would like to come up with some
recommendations to tourism agencies and organizations at the mountainous destinations in Thanh Hoa province. For greater
tourist satisfaction with mountain destinations in Thanh Hoa province, it is strongly recommended to maintain the constant
improvement of destination image by improving various elements. First, strengthening destination propaganda and promotion.
To realize the aforesaid target, adequate propaganda and advertisement campaigns should be targeted at tourists who visit
Thanh Hoa mountains in order to elicit their desire to have an immerse experience in the daily life of the local community,
enjoy regional specialties such as Co Lung Duck, Song Ma Hemibagrus Fish, Buffalo Meat with Lom leaves, Bitter Soup,
Straw Liquor, etc. At the same time, the restoration of traditional craft villages should be focused to provide souvenir products
for tourists, thus meeting their tourism needs and raising incomes for local people. Second, improving the quality of tourism
infrastructure. Concretely, hotel and restaurant services should be adequately provided in proportion with service prices; a
pricing strategy is required along with associated policies such as: promotions, discounts (room rates, tour prices, etc.), so the
tourists have a solid perception of more competitive price at the mountainous destinations in Thanh Hoa province. Third,
building and diversifying tourism products. Building more compelling recreation centers and parks; the destinations at the
mountainous region in Thanh Hoa province should be focused on unique natural landscapes; many charming and famous
scenic spots with beautiful landscapes and environment; pollution-free environment; amorous hills and mountains. Finally,
strengthen security to ensure safety for tourists. Security is at all times considered one of the most concerns by tourists during
their destination pickup. To attract both domestic and international tourists, it is a prerequisite that a locality must first ensure
the their safety throughout the exploratory trips. Tourist safety is not only represented by the tranquility at the destination, but
also by the measures of the local authorities against thieves, crimes, traffic accidents, etc. The scope of this study is limited to
tourists at the destinations of the mountainous area in Thanh Hoa province. On the other hand, no correlation with other nearby
localities has been conducted to assess the differences among localities. Therefore, the study results shall not be used to
generalize all tourist destinations across the country. On the other hand, the scope of study is only concentrated in the
mountainous areas in Thanh Hoa province. Differences in: climate, nature, resources, etc. are to be expected. As such, the
study results are to some extent different from those for other tourist destinations in the country. Furthermore, the study has
just revolved around the impact of destination image on tourist satisfaction. As we all know, the satisfaction is also ruled by
many other aspects (e.g. price perceived; quality of products and services offered by the destination, etc.). Therefore, apart
from the impact of destination image, more studies on other factors affecting tourist satisfaction are highly recommended.



2000

The above limitations are also the gaps that successive researchers are encouraged to address and work on for a more
satisfactory and comprehensive solution.
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